Introduction
The social networking site Facebook has become an important part of the lives of many university-aged students. Academic libraries have recognized this, and it is now common for libraries to have their own Facebook pages. Much has been written in the library science literature about how Facebook can be used in the library environment.
Although many have expressed concerns that students might not welcome librarians in their online social networking space, Bietila et. al. (2009, p.14) have suggested that librarians "should not be dissuaded from exploring the site and capitalizing on the promise that social networking tools offer for new and exciting library initiatives". Librarians have indeed explored using Facebook in a variety of creative ways, including personal librarian Facebook profiles, Facebook groups, and Facebook pages.
However, there is one Facebook feature that has thus far been overlooked -paid social network advertising. This involves using the information provided by Facebook users to construct their individual profiles to target advertising at specific groups.
While of obvious benefit to commercial organizations, this functionality could also be of potential benefit to libraries in their marketing efforts.
With this in mind, the present study set out to gauge the effectiveness of a small-scale Facebook advertising campaign, and to assess value for money. Cost is a critical factor to consider in library marketing initiatives, which may partly explain why paid Facebook advertising has not been previously reported on. Therefore the study was designed to discover whether a small advertising budget could have a meaningful impact. As the library where the study was conducted already had an established Facebook presence, the goal of the advertising campaign was to increase the number of students who chose to connect (become "fans") of the library's Facebook page. Statistics automatically collected by Facebook were used to assess the success of the campaign. It is hoped that the results of this study will provide guidance to librarians on whether such a campaign might be of benefit to their own libraries.
Background
Hong Kong Baptist University (HKBU) is a mid-sized government-funded university with an enrolment of 8,300 students. In common with their peers around the globe, many students at HKBU are enthusiastic Facebook users. Aware of the popularity of the platform through the observation of students using library computers, in 2009 librarians at HKBU considered the possibility of establishing an HKBU Library Facebook page. It was suggested that this would be a good way to increase the visibility of the Library and its services, and provide an additional means for users to communicate with the Library. Setting up and maintaining a test page proved to be straightforward. However, there was some concern that students might be resistant to the use of Facebook for academic purposes. It was therefore decided to launch a one-semester pilot. HKBU Library's Facebook page was officially launched at the beginning of September 2009. The launch was advertised through an e-announcement to all students and faculty. An extensive promotion campaign was implemented for the pilot, including weekly updates for the page with unique content, photo albums, and competitions. It was hoped that this would encourage user interaction with the page. The page exceeded expectations for the number of connections made, with over 400
Facebook users choosing to become "fans" of the page within one month of the launch. However, the level of interaction was disappointing, with very few users actually posting messages or otherwise contributing to the page. After a review of the pilot project conducted in December 2009, it was decided to maintain the page but not devote further significant resources to producing major unique content updates.
Instead, regular minor updates would be made, keeping the page up to date but absorbing little in the way of staff time.
In March 2010, a review of how the Library was marketing its services was conducted. One of the proposals put forward was to harness the Library's established Facebook presence by posting Library announcements on Facebook in addition to the Library website. This would make announcements more visible to students who may not visit the website regularly, but were fans of the Library Facebook page. Library announcements are also made through the University's e-announcement system, but are often lost amongst the announcements made by the other units of the University. Although active promotion of the page ceased with the conclusion of the pilot, the number of fans steadily increased. By July 2010 the total stood at 570. While this fanbase was significant, it was felt that the number was still quite low relative to the overall enrollment of the University. To increase the marketing value of the Facebook page, the librarian responsible for the page decided to experiment with using Facebook advertisements to attract new fans.
Literature Review
Facebook is certainly not new to academic librarians. Charnigo and Barnett-Ellis (2007) report becoming aware of the nascent phenomenon as early as 2005. This is not surprising given that Facebook began life as a service exclusive to college students, faculty, and staff. It has since been recognized that the platform is probably here to stay, with Graham et. al. (2009, p. 236) suggesting that social networking and Facebook in particular should not be seen as passing fads. Chu and Meulemans (2008, p. 84) went so far as to predict that social networks would eventually become as indispensible to academic libraries as e-mail or the Internet. The trend towards ubiquity has certainly continued over the past couple of years. Since lifting the restrictions requiring users to be affiliated with a college or university, Facebook has surpassed the 500 million active user mark (BBC News, 2010) .
As the functionality of Facebook itself has rapidly changed and evolved, the News Feed (a core Facebook feature) operates. Essentially, whenever a page is updated (with a brief news item, photo album, interesting link, etc.) this is displayed in the News Feed of all the fans of the page. It has been asserted that students rarely seek out information on Facebook, rather they allow Facebook to bring information to them via their News Feed (Miller and Jensen, 2007, p.19) . Thus having access to the News Feed of their users can become a powerful marketing tool for the library, as many students have developed a habit of checking their Facebook account on a daily basis. Once a student is a fan of the library's page, library updates will regularly be brought to their attention.
It logically follows that the usefulness of a library's Facebook page in this regard
is determined by the number of students that choose to become fans (and therefore have messages from the library delivered to their News Feed). Although Secker (2008) 
Methodology
The process of setting up a small advertising campaign to promote a page in Facebook is fairly simple and intuitive. There are three major steps: designing the advert, targeting the advert, and configuring the pricing and scheduling options.
Designing the advert was straightforward as all adverts in Facebook must conform to a standard layout. There is a specific option to promote Facebook content, so it was a simple matter to select the HKBU Library Facebook page as the page to be The next step was to set targeting options for the advert. This is one of the key advantages of the platform, as Facebook profiles often hold a large amount of information about each user. This allows for precise targeting of advertising. Using the options under "Education & work", it was possible to target those users who had indicated that they were current students at HKBU. Furthermore, it was possible to use an option under "Connections on Facebook" to exclude from the campaign those users who were already fans of the HKBU Library Facebook page. The advert was thus set to be displayed only to a narrow target audience of the Library's choosing.
Facebook's system even provides an estimate of the number of users who match the specified criteria. In the case of this campaign, the number was 920.
Scheduling the duration of the campaign was the next part of the process. The advertisement can be made to run continuously, or for a set period. It was decided to start the campaign at the beginning of August 2010 when first year students arrived for orientation, and run it through the end of September 2010. It should be noted that the schedule chosen during campaign setup is not set in stone. Facebook advertising campaigns can be paused or resumed at any time, so it is possible to micromanage the timing of campaigns for maximum effect.
Finally, pricing options need to be considered. There are two broad pricing options, Pay for Impressions and Pay for Clicks. The former is used to build brand awareness, while the latter is used to have users click through to a destination page.
As the goal of the campaign was to increase the number of fans (which requires users to click on the advert) the Pay for Clicks options was selected. This meant that a charge would only be levied if a user actually clicked on the advert. It was hoped that a high proportion of those who clicked would also become fans of the page. Indeed, it is even possible for users to directly become a fan by clicking on the provided button within the advert without visiting the page itself (this is of course counted as a click for the purposes of calculating advertising charges).
Perhaps the most challenging aspect of the campaign set up process to understand is the auction system Facebook uses to allocate adverts. In essence, all advertising campaigns bid against each other to have their adverts shown to users.
Each campaign therefore specifies a maximum bid, in other words the most that they are willing to pay for one click. The form indicated that successful bids for the specified user group ranged from HK$1.96 (US$0.25) to HK$3.48 (US$0.45). The form will usually suggest a bid that lies at the mid point of this range. A maximum bid of HK$2.72 (US$0.35) was duly set. Another important setting is the daily budget, which for this pilot campaign was set at the minimum level of HK$10. This ensures that the amount available for advertising is never exceeded. Given the attention that the issue has received from the media in recent years, Facebook privacy concerns cannot be ignored in any discussion of the use of the data presented here. As the results of this study were being analyzed, it was surprising just how much information about Facebook users was being made available to advertisers, and the extent to which Facebook tracks the activities of its users. This may cause unease in a profession that champions data privacy rights. However, the data provided by Facebook is aggregated and anonymous. In this form, it arguably provides librarians with extremely useful insights into their users, without compromising their individual privacy. "Clicks" is a measure of how many times the advertisement was clicked on during the period, while "impressions" refers to the number of times the advertisement was presented to users in the targeted user group. These two figures are used to calculate the click through rate (CTR), which is simply a measure of what percentage of those users exposed to the advertisement actually clicked on it. The data presented in Table 1 Perhaps these were first year undergraduates updating their Facebook profiles as they began their studies during August and September.
Clicks and Impressions

Period
The unique CTR was impressively high for both months, with a rate of 8.2% and 6.7% being recorded for August and September respectively. As a comparison, in 2009 the overall CTR for all online advertising in Hong Kong was 0.17% (DoubleClick, 2009) . This is indicative of the power and potential of targeted social advertising, where the user is more likely to be presented with advertisements that are of interest to them. There was, however, a noticeable decline in the CTR in September as compared with August -the number of clicks went down even as the number of impressions went up. One possible interpretation of this data is that the advertisement was getting stale. Users who have ignored it even after hundreds of viewings are unlikely to be enticed to click by the same advertisement in the future.
This suggests that it would be prudent to regularly update the advertisements used in any future advertising campaign. Table 2 provides some additional data on the exposure of users to the advertisement. The raw impressions figure is strikingly high, and indicates that the average user was presented with the advertisement hundreds of times. While the purpose of this campaign was to attract fans to the Library Facebook page, the number of impressions achieved suggests that Facebook advertising could be a powerful tool in building the HKBU Library brand among students.
Another interesting metric is the number of "social impressions". Facebook (Facebook, 2010) . This type of peer endorsement is potentially far more persuasive than any advertising slogan the library might produce. The data show that the majority of impressions delivered by the campaign were social impressions, which might partially account for the high CTR. 
Conversions
Conclusion
This study set out to explore the cost-effectiveness of using online advertising to promote an academic Library Facebook page. The results indicated that the advert was shown often to the target audience, enjoyed a high click through rate, and ultimately had a significant impact on the number of fans attracted to the Library However, the present study is limited by the fact that it relies on statistical data alone to judge the success of the advertising campaign. There is no way to tell how students actually felt about the presence of Library advertising in Facebook. It is quite possible that some students may have had a negative reaction to the presence of the Library in their social networking space. Alternatively, the constant repetition of and exposure to the Library advertisement may have annoyed some students. Perhaps the image of the Library experienced a net reduction in the eyes of many students rather than the increase that was the goal of the campaign. A future study might set out to ascertain what impact advertising the library in this way actually has on students, perhaps through surveys or focus groups.
Another possible area for further research would be to explore the use of Facebook advertising to promote specific Library events or services. As many libraries often commit significant resources to their events, any means to increase their impact warrants further investigation.
With over 680 fans, the HKBU Library Facebook page has become a useful tool in the marketing of the Library. Updates about the Library's myriad events, services, and activities are regularly posted to the page. These include items on the Library's video-on-demand service, its personal calendar application, events in a newly established Learning Commons, and more. All of these items are delivered into the News Feed of the Facebook page's fans, which many students will check multiple times per day. As the number of fans continues to grow, this has the potential to become a powerful means to build the Library's brand among students.
